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Brand Development 
Value of Brand Awareness 

Tourism marketing is the best return on investment (ROI) for San Luis Obispo County. Tourism is the 

largest industry next to agriculture in San Luis Obispo County and wine tourism brings these key industries 

together. As Visit San Luis Obispo County (Visit SLO County) celebrated Tourism Month in May, we 

gathered statistics on the true impact of tourism in San Luis Obispo County and why it is proving to be the 

top economic driver for the county. The US Travel Association reported that nationally, travel and tourism 

generated $2.1 trillion in economic output for the U.S. economy in 2013. Tourism nationally supports 14.9 

million jobs, which equates to 1 in every 9 jobs depending directly on travel. The total estimated 

economic impact of San Luis Obispo County tourism reached $1.3 billion. This estimated economic impact 

included spending in areas such as lodging, food and beverage, and retail sales. In association with this 

impact, total direct employment reached 16,410 jobs. Industry earnings generated by travel and tourism 

spending reached $421 million, generating $82 million of direct tax receipts supporting San Luis Obispo 

County. Taxes generated by tourists through transient occupancy tax (TOT) increased 8.5% (year over 

year). Tourism keeps local communities economically viable, creates jobs and supports local businesses. 
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They measure results through third-party sources, such as PR Newswire and Vocus media software to 

ensure credibility.  

All prograŵs tout the ĐouŶty͛s assets to positioŶ “LO CouŶty as the plaĐe to play oŶ CaliforŶia͛s CeŶtral 
Coast. The strategy targets ĐoŶsuŵer audieŶĐes ǁithiŶ CaliforŶia͛s driǀe ŵarkets as ǁell as ŶatioŶal 
lifestyle and travel media outlets. Public relations programs this year included: 

Earned Media Coverage  

San Luis Obispo County was featured in many notable publications in the last year. Securing placements 

through earned media is among the most benefitting ROI for tourism marketing.  

Highlights include articles/coverage in:   

 Local Media 

KCOY, KSBY, The Tribune, New Times, Pacific Coast Business Times, 805 Magazine, Access 

Publishing, Indulge Magazine.  

 Regional Media 

The Washington Times, Pacific Coast Business Times, Gourmet Getaway, San Mateo Daily Journal, 

San Francisco Chronicle, Arizona Republic, Westways, Los Angeles Times, Santa Barbara 

Independent, Western Outdoor News Touring and Tasting Magazine.  

 National Media 

Boston Herald, The Taste, Sunset Magazine, Chicago Tribune, USA Today, CBS This Morning, Steve 

Harvey Show, Condé Nast Traveler, Wine Enthusiast Magazine, Passport Magazine.  

 International Media 

The Mail, JapaŶ AirliŶes ͞“kyǁard͟ Inflight Magazine, Australia Sunrise TV, Vancouver Sun, 

Queensland Country Life, Visit CA Japan Guide.  

 Radio and Online Media 

JohnnyJet.com, BedandBreakfast.com, Canada.com, WanderingWino.com, WSJ.com, 

OffMetro.com, TravelswithTwo.com, CNN.com, DogChannel.com, TheGaurdian.com, SFGate.com.  

 

 

 

 

 

 

       
                                                

 
Passport Magazine features 

͞Paso ‘oďles WiŶe CouŶtry͟ 

 in an eight page spread in the 

August Culinary Issue  

which highlights the  

entire SLO County. Santa Barbara Independent  features 

Margarita AdǀeŶtures͛ KayakiŶg Tour, 
paddling in lake Santa Margarita 

Los Angeles Times: Weekend Escape, 

Templeton CA 

Page 10 of 19



11 | P a g e  

  

Press Releases 

Visit San Luis Obispo County and Black Ink PR produced several press releases throughout the fiscal year 

focusing on special Visit SLO County programs and projects as well as targeted vacation planning 

itineraries and information. A few of these releases were pushed out through all media platforms:  

 

 

 Paso Robles Named Wine Region Of The Year 2013. Wine Enthusiast Magazine announced today 

that the Paso Robles American Viticultural Area (AVA) has received the honor of being named the 

2013 Wine Region of the Year in the magazine's annual Wine Star Awards. Paso Robles Wine 

CouŶtry, loĐated aloŶg CaliforŶia͛s faŵed CeŶtral Coast, is ŵidǁay ďetǁeeŶ Los AŶgeles aŶd “aŶ 
FraŶĐisĐo ǁith oǀer ϮϬϬ ǁiŶeries aŶd ϯϮ,ϬϬϬ ǀiŶeyard aĐres. The regioŶ͛s ǁiŶeŵakers, groǁers 
and industry are ecstatic to be held in the highest regard among some of the ǁorld͛s greatest 
wine producing regions with this incredible award. 

 ͞What͛s Neǁ iŶ “LO CouŶty͟ Đreated aŶd distriďuted press release foĐused oŶ Ŷeǁ suŵŵer 
happenings and activities around the county through all media channels. The release garnered a 

publicity value of $622K as of 7/16/14. 

 Life in the SLO Lane (8/1) featuring family vacation ideas in SLO County garnered a reported 

publicity value of $740K 

 ͞“LOw͟ Down for the Holidays ǁith Pure Play iŶ “aŶ Luis Oďispo CouŶty͛s CharŵiŶg Coastal, 
College and Wine Country Towns (11/21) distributed through PR Newswire, local media list, and 

on website; 23,493K impressions, $587K ad value, $1,762K publicity value to date.  

 California Central Coast named #4 Travel Destination in USA by Lonely Planet (12/11): Media alert 

distributed through Lonely Planet. 

 Return to Pure Romance in San Luis Obispo County, California (01/23): Press release distributed 

through PR Newswire and local channels. 5,741K impressions were generated with an estimated 

$574K media value. 

Press & Media Visits 

Visit SLO County hosted domestic and international travel writers representing both regional and 

international organizations. These familiarization trips introduced representatives from the following to 

the county:  

 Boston Herald, Pour Le Plaisir (Canada) , London Evening Standard (UK) , Development Counselors 

International (Canada), Sunday Times Travel Magazine (UK), A/R Magazine, Melanie Wynne – 

Travel Blogger, San Mateo Daily Journal, Hidehiko Kuwata - Visit CA Japan  California Wine Travel 

Guide, Westways Magazine – Writer Rachel Ng, Alle Falde de Kilimangiaro - Visit CA Italy, L͛Art des 
Jardins - Visit CA France. 
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            Film Commission 
The San Luis Obispo County Film Commission (SLOCFC) continues to see increased activity throughout the 

fiscal year. The diverse geography, winding country and coastal roads, and proximity to Los Angeles makes 

San Luis Obispo County an easy choice for filming and still shooting. The Film Commission staff continues 

to develop a location library of images which is now visible on VisitSanLuisObispoCounty.com. Recently, 

SLOCFC also met with the County of San Luis Obispo Film Permitting Department, to discuss collaboration 

and reporting. The SLOCFC participated in many additional programs this year including the following:  

 San Luis Obispo International Film Festival - The SLOCFC partnered through a sponsorship with the 

San Luis Obispo International Film Festival, March 5-9, 2014. This year the festival celebrated its 20th 

year and was recently featured in MovieMaker Magazine.   

  

 CALIFORNIA FILM COMMISSION ͚LOCATION CALIFO‘NIA͛ MAGAZINE  - Oceano Dunes were highlighted as a 

featured filming location in the annual magazine that came out in January 2014 (10K worldwide 

circulation with online download).  

  

 THE WHITE ORCHID - The independent feature film starring Olivia Thirlby (Juno, Dredd) and Janina 

Gavankar (True Blood) filmed for nearly three weeks in locations including Montana De Oro, Bayshore 

Bluffs Park in Morro Bay, and various private properties in Morro Bay and Harmony. 

 

 Animal Planet - John Daniels and his fraternal twin brother, Ron Daniels, of Paso Robles co-founded 

Daniels Wood Land which is the foĐus of the reality shoǁ  ͞‘edǁood KiŶgs 

 

Monthly eSpecial 805 Living 805 Living 

Page 14 of 19

http://www.imdb.com/title/tt0467406/?ref_=fn_al_tt_1
http://www.imdb.com/title/tt1343727/?ref_=fn_al_tt_1
http://www.imdb.com/title/tt0844441/?ref_=fn_al_tt_1




16 | P a g e  

  

 
CNN Travel lists The Central Coast as 

the #4 place in the US to visit 

  

 

         

 

            

 

Sunset SAVOR the Central Coast 
Sunset SAVOR the Central Coast  

Sunset SAVOR the Central Coast has become a key marketing program of Visit SLO County with year round 

promotions most heavily focused during the months of May through October. The fourth annual event 

held September 26-29, 2013, saw steady growth in total attendance from 2012 to 2013.  

Total Attendees: 10,588  

Attendee Data:  

 Over 60% of attendees have an average household income over $100,000  

 56% of Attendees are between 45 – 64 years of age  

 35.5% from out of county / 67.5% San Luis Obispo County  

The Steve Harvey Show has a daily 

viewership of 2.5 million. On the February 

4 show they gave away a trip to Paso 

Robles! 

Daniels Wood Land on Animal reality show, 

Redwood Kings 

Music video filmed at 

 Hearst Castle with superstar Lady Gaga  
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